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Abstract 
The main question of this research is: “Do employees have an influence on the mobile telecommunications companies’ 
turnover?” Thus, this paper focuses on the important influence of the employees on the company’s turnover, taking as example 
the Orange Romania Company. Correlation and regression functions are used to validate/invalidate the proposed hypotheses. 
However, the influence that the employees may have on the turnover of the mobile telecommunications companies can be 
explained by the concept of the marketing culture as an important part of the organizational culture. The results show the 
importance of marketing culture and human resources for the growth of an organization. However, the results indicate one 
correlation between the following dimensions: turnover and employees (sig.< 0.05). Further on, the number of employees has a 
positive influence the turnover of the company, according to the regression function values. 
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1. Introduction 
Employees of the mobile telecommunications companies are an important resource, mainly because an important 
part of them represent the sales force. The main question of this research is: “Do employees have an influence on the 
mobile telecommunications companies’ turnover?” Thus, this paper focuses on the important influence of the 
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employees on the company’s turnover, taking as example the Orange Romania Company. Correlation and regression 
functions are used to validate/invalidate the proposed hypothesis. However, the influence that the employees may 
have on the turnover of the mobile telecommunications companies can be explained by the concept of the marketing 
culture as an important part of the organizational culture. 
2. Literature review 
Many authors studied the concepts of “organizational culture” and “marketing culture”. Inkeles and Levinson 
(1969) defined the following dimensions for conceptualizing culture: conceptions of self, individualism/ 
collectivism, relation to authority, primary dilemmas or conflicts. Hofstede (1984) and Dorfman and Howell (1988) 
proposed the following cultural framework: masculinity/femininity, individualism/collectivism, power distance, 
uncertainty avoidance, long term orientation. Clark (1990) had his own vision upon cultural dimensions: relations to 
self, individualism/ collectivism, relation to authority, relation to risk. Several years later, Hofstede (1991, 2001) 
added another element to the cultural framework: long-term orientation. Steenkamp (2001) created five cultural 
elements: masculinity/femininity, autonomy/collectivism, egalitarianism/hierarchy, uncertainty avoidance, mastery/ 
nurturance. The high level of convergence found in the approaches mentioned above, demonstrates the theoretical 
relevance of the cultural dimensions, proposed by Hofstede (1984, 1991, 2001).  
Based on the “organizational culture”, “marketing culture” can be defined “as organizational culture that is the 
most efficient and effective in creating the behavior of employees that confers exceptional value for the buyers of 
company’s goods and allows attaining excellent business results”. (Narver and Slater, 1990) Thus, we can 
understand by marketing culture: the values, norms, rules, behaviors that a company makes use of, when interacting 
with its market. 
However, eventhough the Eastern European cultures received an important influence from the Russian Empire 
and the Soviet hegemony, “the opportunity to take on roles and responsibilities similar to those from Western 
neighbours is still seen as a threat, especially by those who grew up and worked under old regimes”. (Browaeys and 
Price, 2011) Orange Company is a positive example that taking on roles and responsibilities can have a positive 
influence on its turnover.  
3. Research methodology 
The research methodology is based on statistical data analysis making use of the correlation and regression 
functions. The variables analyzed are: turnover, gross profit, total costs, % of promotional costs as part of total costs 
(45%), number of employees. The influence of these variables was analyzed taking into consideration the years2009-
2013. 
Table 1.Financial indicators for Orange Romania Company for the period 2009-2013 
Year Turnover Gross profit Total costs % of 
promotional 
costs as part of 
total costs 
(45%) 
Number of 
employees 
2009 4425242036 1356909185 3137640381 1411938171 2907 
2010 4161195667 1120611988 3094518887 1392533499 2732 
2011 3981959733 951985610 3086910334 1389109650 2707 
2012 4119424689 654398633 3508530812 1578838865 2798 
2013 4337177113 649970915 3759138636 1691612386 2855 
Source: http://doingbusiness.ro/financiar/raport/1398769/orange-romania-sa/, accessed  01.07.2014 
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The regression function has as main objective to explain the variation of a measurable phenomenon (dependent 
quantitative variable) by one or many other variables (independent quantitative variables). The correlation function 
is used to measure the importance of the connection between the variables. That’s why the following step of our 
research is to determine the correlation between the chosen variables. 
However, we assume the following hypothesis: 
H1. There is a correlation between the number of employees of the Orange Company and its turnover. 
Table 2. Correlation analysis 
Correlations 
 Turnover 
% taken as 
promotional expenses Employees Gross_profit 
Turnover Pearson Correlation 1 .297 .929* .312 
Sig. (2-tailed)  .627 .022 .609 
N 5 5 5 5 
% taken as promotional expenses Pearson Correlation .297 1 .409 -.814 
Sig. (2-tailed) .627  .494 .094 
N 5 5 5 5 
Employees Pearson Correlation .929* .409 1 .156 
Sig. (2-tailed) .022 .494  .802 
N 5 5 5 5 
Gross_profit Pearson Correlation .312 -.814 .156 1 
Sig. (2-tailed) .609 .094 .802  
N 5 5 5 5 
Total_costs Pearson Correlation .297 1.000** .409 -.814 
Sig. (2-tailed) .627 .000 .494 .094  
N 5 5 5 5 
*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
 
The results indicate one correlation between the following dimensions: turnover and employees (sig.< 0.05). So, 
we can assume that the number of employees has an impact on the Orange mobile telecommunications company’s 
turnover. Further on, we will make use of the linear regression to see the way of the relation between these two 
elements. 
 
H2.  α (dependent variable) turnover, β (independent variable) number of employees 
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Table 3. Entered variables 
Model Variables Entered Variables Removed Method 
1 Employeesb . Enter 
a. Dependent Variable: Turnover 
b. All requested variables entered. 
Source: Data analyzed with SPSS 22.0 for Windows 
 
Table 4. Model summary 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
1 .929a .864 .818 75354692.606 
a. Predictors: (Constant), Employees 
Source: Data analyzed with SPSS 22.0 for Windows 
 
Multiple correlation coefficient (R) indicates the force of the relation between the independent and dependent 
variables. It’s value is 0.929, which is between -1 to +1. The highest the correlation is, the highest the linear relation 
between independent and dependent variables is. 
Table 5.  ANOVA analysis 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 1079312686749980
00.000 
1 
1079312686749980
00.000 
19.008 .022b 
Residual 1703498909307878
0.000 
3 
5678329697692929.
000 
  
Total 1249662577680768
00.000 
4    
a. Dependent Variable: Turnover 
b. Predictors: (Constant), Employees 
Source: Data analyzed with SPSS 22.0 for Windows 
Table 6.  Coefficients 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) -1316574146.183 1266931838.623  -1.039 .375 
Employees 1972131.579 452347.869 .929 4.360 .022 
a. Dependent Variable: Turnover 
Source: Data analyzed with SPSS 22.0 for Windows 
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As we can observe from the table 6, the value of t test is higher than 2 (4.360) in order to be significant (p<0.05). 
This element indicates that every coefficient of the variables from the equation is significant. 
Thus, we can affirm that the hypothesis 2 is validated. The number of employees influence the turnover of the 
company. 
4. Results 
The results show the importance of marketing culture and human resources for the growth of an organization. 
However, the results indicate one correlation between the following dimensions: turnover and employees (sig.< 
0.05). So, we can assume that the number of employees has an impact on the Orange mobile telecommunications 
company’s turnover. Further on, the number of employees influences the turnover of the company, according to the 
regression function values. 
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5. Conclusions 
The results of current research can lead to further investigations for the other mobile telecommunications 
operators that are present on the Romanian market: Vodafone Company, Cosmote Company, RDS-RCS Company. 
However, this study may have its own limits due to the lack of data for a longer period of time (more than five 
years), but it can be seen as an important step to underline the connection among the following elements: marketing 
culture, a company’s employee responsibility and a company’s turnover. 
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